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Abstract 
Today, the role of innovation and market orientation has turned into an important competitive tool to sustain competitive 
advantage and survive in the global competitive market. Market orientation and innovativeness are among the major value adding 
aspects for the strategies of the companies. Also, competitiveness, profitability and innovativeness of the companies that are open to 
the public (of whose stocks are traded in the stock exchange market) can be considered as vital indicators for the stockholders. 
Within this context, mission and the vision statements which can be seen 
basic reasons of existence, values, objectives and priorities for strategic management process also reflect the market orientation and 
innovativeness. In this study, 329 companies in Istanbul Stock Exchange are examined by content analysis method by examining 
their mission and vision statements through their web sites and annual reports. The data are used in the analysis to determine the 
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1. Introduction 
Strategic management is a set of managerial decisions and actions that determines the long run performance of a 
corporation (Wheelen and Hunger, 2012). Closely linked to the ideas of social structure, institutions and organisations 
are the notions of habits, customs, traditions, routines, mores, norms, values, cultures, paradigms, beliefs, missions and 
visions (Stacey, 2011) . These are all ideas about the repetitive, enduring practices of people in their ongoing dealings 
existence. A well-conceived mission statement defines the fundamental, unique purpose that sets a company apart 
(including services) offered and markets served. Vision describes what the organization would like to become. 
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values, objectives and priorities for strategic management process. In the light of these statements, companies form 
their strategies, plans and policies and direct their actions. Market orientation must be understood not only as a set of 
behaviors and values but also as a culture, (Homburg and Pflesser, 2000 and Narver et al., 1998) since culture acts as a 
al., 1998, p. 242). Market orientation is based on the aim of constantly gathering information for market variables like 
customers, competitors, suppliers and sharing this information in the organization. Market orientation has also 
relations with innovation which can refer to new products or services, new production processes, new marketing 
techniques, and new organizational or managerial structures, and may also involve technology, intellectual property, 
business and physical activity (Sundbo, 1998; Mazzarol, Reboud, 2008). The importance of innovation for improving 
competitiveness and stimulating economic growth has increasingly become the focus of public attention in recent 
years. 
2. Literature Review And Hypotheses  
2.1. Mission and vision statements 
An organizatio
providing to society either a service such as housecleaning or a product such as automobiles. Peter Drucker stated 
that mission statements of firms answer t hat is our business? What should it be for the enterprise as a 
-conceived mission statement defines the fundamental, unique purpose that sets a 
company apart from other firms of its type and identifies the scope 
products (including services) offered and markets served. The mission statement is generally viewed as important to 
the long-term interests and survival of the firm (Pearce, 1982). The Mission Statement is a crucial for developing 
strategic plan and represents its organizational existence. Mission statement answers two basic questions that the 
stakeholders might ask about a company: identity of company, differences from the others and what the company does 
(Dermol, 2012).Vision describes what the organization would like to become. (Wheelen and Hunger, 2012).Also 
strong visions have been described as inspiring, and greater levels of optimism, confidence and the importance of 
followers' contribution, and the intrinsic rewards associated with company achievement (Baum, 1998; Berson,2001). 
Vision statements  and aspirations and are intended to capture the heart and mind of each 
 vision tends to be enduring while its mission can 
change in light of changing environmental conditions. A vision statement tends to be relatively short and concise, 
making it easily remembered (Hitt et. al., 2011).  
2.2. Market Orientation 
A market orientation is a business culture in which all employees are committed to the continuous creation of 
superior value for customers (Narver, Slater and Tietje, 1998). Kohli and Jaworski (1990) define market orientation as 
the organization wide information generation, dissemination and appropriate response related to current and future 
demonstrated relationships with financial performance and innovation. Market-oriented businesses are committed to 
understanding both the expressed and latent needs of their customers, the capabilities and plans of their competitors 
through the processes of acquiring and evaluating market information in a systematic and anticipatory manner. They 
continuously create superior customer value by sharing the knowledge broadly throughout the organization and by 
acting in a coordinated and focused manner (Slater and Narver, 1995). Compared to customer-led businesses, market-
oriented businesses scan the market more broadly, have a longer-term focus, and are much more likely to be 
 dimension to 
market orientation. Deshpande et al. (1993) and Jaworski et al. (1993) specifically tested for superior performance 
relative to competitors. King et. al. (2011), found similarities in the mission statements of these English speaking 
countries (i.e. U.S.A., Canada, Australia, Britain). Customers are the most frequently mentioned stakeholder in these 
large corporations and providing a quality product or service to them is the most commonly included goal or objective. 
Employees and stockholders follow customers as most typically included stakeholders. Conducting global operations 
and ethical behavior are two other critical goals in these countries. Finally, to a lesser extent, the goals of growth, 
profitability, and leadership are also significant. 
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2.3. Innovation 
The dynamic changes in the world economy forces the companies to innovate. Companies which fail to innovate, 
face the danger of losing their competitiveness. Innovation can be described as the successful implementation of 
creative ideas within an organization. Innovation can refer to new products or services, new production processes, new 
marketing techniques, and new organizational or managerial structures, and may also involve technology, intellectual 
property, business and physical activity (Mazzarol and Reboud, 2008). It can be either incremental or radical in nature 
(Cooper, 1998).Schumpeter is acknowledged as the founder of research in innovation. According to Schumpeter 
(1987), innovation is the implementation of new factor combinations (i.e. new good, new production method, new 
market, new source of raw materials or semi-finished products, new organization). According to Peter Drucker (2002), 
innovation is the specific tool of entrepreneurs, the means by which they exploit change as an opportunity for a 
different business or a different service. Hamel (1998) redefines innovation as strategic innovation the capacity to 
reconceive the existing business model in ways that create new value for customers and stakeholders and advantage 
over the competition. Snyder and Duarte (2003) defined innovation as any product or service that creates unique and 
compelling solutions valued by our customers, real and sustainable competitive advantages, and extraordinary value 
for our shareholders. In addition, innovation should create a clear linkage to our customer loyalty mission, drive 
breakthrough levels of thinking, and include a wide scope of work from core products to new to- the-world 
offerings from high-end products to innovation for the masses and across all customer touch points. It must also 
drive a reallocation of our resources to be more focused on our strategic objectives. In a study for German firms Peters 
(2006) found that the net effect of product innovations is positive and that new products have been the major driver of 
employment growth in manufacturing and services. Innovation performance exhibits such true state dependence 
implies that innovation-stimulating policy programs open up potential long-lasting effects because they do not only 
affect the current innovation activities but are likely to induce a permanent change in favor of innovation. 
(2010) states that long-term innovation success inevitably requires a professionally structured management of 
innovations which is based on a professional evaluation, realization and control of innovation activities and family 
businesses are better innovators mainly due to their attitude towards innovation management. 
3. Methodology 
3.1. Research Goal 
study, 
innovativeness and market orientation of the companies which take part in Istanbul Stock Exchange (ISE-Turkey) 
were analyzed. The companies in the ISE were examined through their mission/vision statements on their web sites 
and annual reports according to se
differences in each group. 
3.2. Sample and Data Collection 
The study was conducted between the January-March 2013 through the companies in Istanbul Stock Exchange 
(ISE) by content analysis. There are 402 companies inthe list of ISE. Firstly, the mission and vision statements were 
checked from the companies web page after that if mission/vision statements are missing in the web page, the annual 
reports of the companies were examined. The findings were categorized into five groups i.e. 1.The companies having 
both mission and vision statements on their web page, 2.The companies having only one of the statements on their 
web pages, 3.Companies having web pages but having mission and vision statements only in their annual reports and 
the last 4. None of the statements is in neither in web page nor annual reports . 
 
The sample included businesses from a wide range of sectors.In the ISE list329 companies were found as eligible. 
The variables based on the studies of Narver and Slater, Kohli ve Jaworski as well as 
were used for the content analysis. The analyses were done considering the companies, sectors they belong to and the 
operating year of the companies. 
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Customer Orientation  : Customer Satisfaction Objectives, Understanding Customer Needs, Being 
Customer Oriented, Creating Customer Value, After Sales Service 
Interfunctional Coordination : Participative Management, Intra Company Communication/Source Sharing etc., 
Team Spirit/Work, Integrated Strategy Implementation 
Competitor Orientation  : Creating Competitive Advantage, Being Superior to Competitors, Being 
 
Market Information  : Increasingthe Know-How, Supplying Information about Target Markets, Market 
Research for Target Markets,  
3.3. Limitations of Study 
The absence of a clearly classified list of the companies by ISE is the major limitation for the study. An access 
problem to web pages of the companies is another problem for the conduct of the study. The differences considering 
the information about the companies (updates etc.) cause difficulties for analyses. Due to the page limitation data 
analyses could not be expanded, only the fundamental analyses are presented. 
3.4. Analyses and Results 
170 manufacturing and 159 service&trade companies were examined for their vision and mission statements. 15% 
of the companies are young companies (less than 15 years), 32.8% of the companies between 16-30, 24% of the 
companies are between 31-45 and 27% of the companies are more than 45 years old. There are 269 companies having 
a mission statement and 262 of all have a vision statement on their web page or annual report. 
Table 1. Frequency of Mission/Vision Statements 
Sectors Frequency Having Mission/VissionStatements Frequency 
Manufacturing Companies 170 Mission statementson web page or Annual Report  269 
Service&Trade Companies 159 Vision statements in web page or Annual Report 262 
Year of Establishment   
Accessibility to Mission/Vision Statements   
Both Mission/vission Statements on web page  207 
Less than 15 years 52 Only vision statements on web page  22 
Between 16-30 years 108 Only mission statements on web page  16 
Between 31-45 years 79 No Vision/Mission statements on web page or Annual Report 59 
Over 45 years 90 Mission/vision Statements are only in Annual report 25 
Total 329  Total 329 
 
From the frequency Table 1, it can be seen that almost %82 of the companies have mission or vision statements on 
their web pages or annual reports. Only the 66% of the companies have both mission and vision statement on their 
web pages. 7% of the companies have web page but they do not have their mission/vision statement in there however 
they prefer to use their statements in their annual report. Also 17% of the companies do not have mission / vision 
statement in both their web page and annual report.  
 
In Table 2, companies are divided into two groups i.e. according to sectors and availability for their mission/vision 
statements. According to Table 2, 85.9% of the manufacturing companies and 77.4% of the service&trade companies 
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have mission statement on their web page/annual report. Besides this, 84.7% of the manufacturing and 74.2% of the 
service&trade companies firms have vision statement on their web page/annual reports. 
 
Table 2. Frequency Table of Mission/Vision Statements (Sectors) 
  Mission Statements 
Total 
  Vision Statements 
Total     No Yes     No Yes 
Manufacturing 
Companies Count 24 146 170 
Manufacturing 
Companies Count 26 144 170 
% within 14.1 85.9 100 % within 15.3 84.7 100 
Service&Trade 
Companies  Count 36.0 123.0 159 
Service&Trade 
Companies Count 41.0 118.0 159 
% within 22.6 77.4 100 % within 25.8 74.2 100 
 TOTAL 
  
Count 60.0 269.0 329 
 TOTAL 
  
Count 67.0 262.0 329 
% within 18.2 81.8 100 % within  20.4 79.6 100 
 
Intangibility pertains to the inability of services to be seen, felt, tasted, counted, or touched also services cannot be displayed, 
physically, demonstrated or illustrated. Due to the intangible nature, service companies try to find ways for present their services 
and services quality to consumer (Zeithalm. 1981). Thus. mission and vision statements can help the service&trade companies 
express themselves and their strategies. In Table 2. on the contrary to expectations. higher percentage of companies in 
manufacturing has vision and mission statements compared to service&trade companies. This is a significant result that 
needs further investigation.  
 
Table 3. Frequency Table of Mission/Vision Statements (Operating Period) 
Operating Period * Mission Crosstabulation Operating Period * Mission Crosstabulation 
   
Mision 
Statement 
Total 
   
Vision 
Statement 
Total      No Yes      No Yes 
Operating 
Period 
Less than 
15 years Count 13 39 52 
Operating 
Period 
Less than 
15 years Count 15 37 52 
   % within  25 75 100   % within  28.85 71.15 100 
  
Between 
16-30 
Count 
 
18 90 108 
  
Between 
16-30 
years 
  
Count 25 83 108 
    % within  
16.67 83.33 100 
  % within  
23.15 76.85 100 
  
Between 
31-45 Count 
19 60 79 
  
Between 
31-45 
years 
Count 17 62 79 
   % within  
24.05 75.95 100 
  % within 
21.52 78.48 100 
  
Over 45 
years Count 
10 80 90 
  
Over 45 
years 
Count 10 80 90 
    % within 
11.11 88.89 100 
  
% within  11.11 88.89 100 
Total   Count 60 269 329 Total   Count 67 262 329 
    % within  18.24 81.76 100     % within 20.36 79.64 100 
 
As can be seen in the Table 3, regardless of their operating period, having a mission/vision statement does not 
differ among companies. 75% of the companies operating less than 15 years, 83.3% of the companies operating 
between 16-30 years, 75.95% of the companies operating between 31-45 years and %88.9 of the companies operating 
over 45 years have mission statements on their web pages or annual reports. Furthermore, 71.15% of the companies 
operating less than 15 years, 76.85% of the companies operating between 16-30 years, 78.48% of the companies 
operating between 31-45 years and 88.9% of the companies operating over 45 years have vision statements on their 
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web pages or annual reports. Although the establishment dates of the companies are different, it can be said thatthere 
is no significant difference between each companies.  
 
In Table 4, mission statements according to market orientation are listed by the output of mission statement. As it 
can be seen, 52% of the companies emphasize Customer Satisfaction Objectives
Customer N Customer O
their mission statements. These four items  
explained by Turkish companies being usually focused on selling but not yet after sales services. Also all of the 
Interfunctional C  O
factors. In Turkey most of the companies are still focused on increasing their sales and they do not notice the 
importance of interfunctional coordination. Competitor O
same score.  
 
Table 4. Mission Statements and Items for Market Orientation 
Priority 
Items Frequency 
1 
Customer Satisfaction Objectives  141 
2 
Understanding Customer Needs 136 
3 
Being Customer Oriented  132 
4 
Creating Customer Value 119 
5 
Creating Competitive Advantage 104 
6 
Increase The Know-How  100 
7 
Being Superior to Competitors  100 
8 
Supplying Information about Target Markets 96 
9 
Being Competitive 95 
10 
Team Spirit/Work 59 
11 
Integrated Strategy Implementation 58 
12 
Market Research for Target Markets 57 
13 
Participative Management 56 
14 
Intra Company Communication/Source Sharing etc.   40 
15 
 38 
16 
After Sales Service 19 
 
The priority list of market orientation items change in vision statements since vision statements are about the future 
of company. As expected, the results of the vision statement analysis are different from the mission statement analysis. 
As depicted in Table 5, 53% of the companies emphasize Creating 
Competitive A  Being C  in their vision statements. These three items take placein 
ons. 
 
Analyses may point that Turkish companies mostly desire to be the leaders in their market. Similar to mission 
 C
enough importance to coordination in their strategic management. The factors Customer Orientation
I almost the same scores. 
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Table 5. Vision Statements and Items for Market Orientation 
Priority Items Frequency 
1 Being Superior to Competitors 140 
2 Creating Competitive Advantage  131 
3 Being Competitive 116 
4 Increase the Know-How 94 
5 Understanding Customer Needs 87 
6 Customer Satisfaction Objectives 86 
7 Being Customer Oriented  84 
8 Supplying Information about Target Markets  81 
9 Creating Customer Value 65 
10 Market Research for Target Markets 53 
11 Team Spirit/Work 43 
12 Participative Management 39 
13  36 
14 Integrated Strategy Implementation 36 
15 Intra Company Communication/Source Sharing Etc. 31 
16 After Sales Service 13 
 
Today, technology is changing quite rapidly and product life cycle is becoming shorter. Therefore the companies 
should adapt themselves to these new conditions. That is why the innovation is becoming more important in strategic 
management decisions. The innovation concept, however, is not limited only with the products. Due to that reason the 
innovation concept is examined separately from new product development. 
  29% of the mission statements. Also in the vision 
, 
vision statements. The results are shown in Table 6. 
 
Table 6. Vision/Mission Statements According to Innovation  
Mission Statements Frequency Vision Statements Frequency 
New Product Development 122 New product development 99 
Innovation 79 Innovation 51 
 
In Table 7, availability of the innovativeness in the mission statements was analyzed according to the sectors. As can 
be seen in the Table 7, 40.6% of the manufacturing firms and 33.3% of the service&trade 
s. 26.5% of the manufacturing 
and 21.
page/annual reports. Both expressions have similar percentages however companies seem to put more emphasis on 
 yet manufacturing companies use more words related to innovativeness in their mission 
statements. 
 
Table 7.Frequency Table of Using Innovativeness Terms in Mission Statements (Sectors) 
  
Using New Product 
Development  in 
Mission Statements 
Total 
  inMission Statements 
Total     No Yes     No Yes 
Manufacturing 
Companies 
Count 101 69 170 Manufacturing 
Companies 
Count 125 45 170 
% within 59.4 40.6 100 % within 73.5 26.5 100 
Service&Trade 
Companies 
Count 106 53 159 Service&Trade 
Companies 
Count 125 34 159 
% within 66.7 33.3 100 % within 78.6 21.4 100 
 TOTAL 
  
Count 207 122 329 
 TOTAL 
  
Count 250 79 329 
% within 62.9 37.1 100 % within  76.0 24.0 100 
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As can be seen in Table 8, availability of the words and expressions innovativeness in the vision statements was 
evaluated. In 29.  
.8%. Besides this, 14.7% of the manufacturing 
and 16.4% of the service&trade 
reports. There are almost no differences in using innovativeness expressions between sectors. 
 
Table 8.Frequency Table of Using Innovativeness Terms in Vision Statements (Sectors) 
  
New Product 
 in 
Mission Statements 
Total 
  
Using 
 
Mission 
Statements 
Total     No Yes     No Yes 
Manufacturing 
Companies 
Count 120 50 170 Manufacturing 
Companies 
Count 145 25 170 
% within 70.6 29.4 100 % within 85.3 14.7 100 
Service&Trade 
Companies 
Count 110 49 159 Service&Trade 
Companies 
Count 133 26 159 
% within 69.2 30.8 100 % within 83.6 16.4 100 
 TOTAL 
  
Count 230 99 329 
 TOTAL 
  
Count 278 51 329 
% within 69.9 30.1 100 % within  84.5 15.5 100 
 
It can be said that new product development related words and expressions are used relatively more than others 
when innovativeness is examined. The companies may still understand innovativeness as developing new products. 
Another interesting finding is that the companies use less innovation related words and expressions in their vision 
statements compared to their mission statements.  
4. Conclusion 
Globalization and the accompanying technological developments, has increased the competition among the firms 
more than ever. Companies easily monitor the activities of others and copy the products and services of their 
competitors. Consumers reach to information about the products and companies with little effort has also affected their 
decision-making criteria. However such a tough competition offers companies a chance for strategy changes through 
various ways. In today's fast changing conditions having solid strategic plans has become the sine qua non of 
sustainable businesses growth and keeping competitive advantages  
 
As the first steps in strategic planning, mission and vision statements are becoming important communication tools 
for businesses. Mission and vision statements reflect the company strategies and express themselves clearly to their 
customers and stakeholders. These statements affect the formation of attitudes of customers and community towards 
the companies. 
 
The study includes the companies in the ISE list. These businesses supply information about their activities. In the 
study it was found that only 80% of companies listed on the Istanbul Stock Exchange declare a mission or vision 
statement. Although this may seem a high percentage, it is still not sufficient from the aspect of well functioning 
strategy and from investor point of view. Only 71% of businesses have vision or mission statements on their web 
pages and some of which cannot be reached easily. 
 
Another noticing finding is that some companies cannot offer a clear distinction /definition between mission and 
vision statements. These companies declare the mission and vision statements wrongly. In addition, the companies in 
the same industry use quite similar mission and vision statements. Also although mission and vision statements are 
supposed to provide clues and information about the companies and their differences compared to their competitors, 
such a distinction could not be founded in many cases. 
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Analyses show that mission statements of companies reveal a customer orientation. Companies appear to be more 
customer-oriented and focused on customer satisfaction. But, after-sales services which is essential from the point of 
customer satisfaction, hardly takes place in the mission statements.  
 
When the vision statements are examined, competition-orientation becomes dominant. Businesses, when defining 
their future, strategy and the markets they will serve, focus on creating competitive advantage. This results with a 
difference between vision and mission statements. However, again, similar to the mission statements clear distinction 
could not be founded in many cases regarding to vision statements. Companies focus on expanding their market 
shares. 
 
Innovation is one of the tools of today's most important competitive businesses. Innovation makes differentiation 
easier. Providing a significant competitive advantage, innovation has become an important element of strategic 
management process. The items related to innovation in the mission / vision statements of the companies were found 
to be lower than expected. Another interesting result is that innovation is largely perceived as product innovation. 
 
Mission and vision statements although may be perceived as simple expressions, they have significant importance 
and implications. When mission and vision statements embody hard or impossible goals to reach and objectives, they 
lose their meanings and become hollow. In this respect, it is possible to say that these statements are insufficient to 
direct the strategic plans. 
 
Companies should always bear in mind that mission and vision statements describe the purpose of existence and 
the roadmap for the future positions. Otherwise, the vision and mission statements will not mean anything in terms of 
use of strategic management principles and will not make any sense to related parties. 
References 
Baum, R.J., Locke, E.A. and Kirkpatrick, S., (1998), A Longitudinal Study of the Relations of Vision and Vision 
Communication to Venture Growth in Entrepreneurial Firms, Journal of Applied Psychology, Vol.83, pp. 43 54 
Berson, Y., Shamir, B., Avolio, B. J., and Popper, M. (2001), The Relationship Between Vision Strength, Leadership 
Style, and Context, The Leadership Quarterly, Vol.12, No.1, pp.53-73.  
Cooper, R. J. (1998), A Multidimensional Approach to the Adoption of Innovation, Management Decision, Vol. 36, 
No. 8, pp. 493-502. 
Deshpande, R. and Webster, F.E. (1989), Organizational Culture and Marketing: Defining the Research Agenda, 
Journal of Marketing, Vol. 53, pp. 3-15 
Drucker, P. F. (2002), Innovation and Entrepreneurship: Practice and Principles (Adobe Acrobat E-Book Reader 
edition), New York: HarperCollins. 
Drucker, P. (2007). Management: Tasks, Responsibilities, and Practices. New York, Truman Talley Books / E.P. 
Dutton, p.285 
Jaworski, B.J. and Kohli, A.K. (1993). Market orientation: Antecedents and Consequences,  Journal of Marketing, 
Vol. 57, No.3, pp 53-71. 
14. 
Hitt Michael A., R. Duane Ireland, Robert E. Hoskisson, (2011), Strategic Management, Competitiveness & 
Globalization, South-Western Cengage Learning, Mason, USA, p. 18. 
Homburg, C. and Pflesser, C. (2000), A Multiple Layer Model of Market-Oriented Organizational Culture: 
Measurement Issues and Performance Outcomes, Journal of  Marketing Research, Vol. 37, pp. 449-462 
King Darwin L., Carl J. Case, Kathleen M. Premo, (2011), A Mission Statement Analysis Comparing The United 
States And Three Other English Speaking Countries, Academy of Strategic Management Journal, Vol. 10, Special 
Issue, p.33. 
Kohli, A.K. and Jaworski, B.J. (1990), A Market Orientation: The Construct, Research Propositions," Journal of 
Marketing, Vol.54, No.2, pp 1-18. 
Mazzarol T. and Reboud S. (2008), The Role Of Complementary Actors in the Development of Innovation in Small 
Firms, International Journal of Innovation Management, Vol. 12, No. 2, pp. 223 253. 
628   Aykan Candemir and Ali Erhan Zalluhoğlu /  Procedia - Social and Behavioral Sciences  99 ( 2013 )  619 – 628 
Narver, J., Slater, S., and Tietje, B. (1998), Creating a Market Orientation. Journal of Market-Focused Management, 
Vol.2, pp.241-255. 
Pearce, J. A. (1982), The Company Mission as a Strategic Tool. Sloan Management Review, Spring, pp.15-24. 
-  
European Economic Research (ZEW), Mannheim, pp. 202-203. 
  Yer Alan Misyon ve Vizyon  
Pazar    Kocatepe -141 
Schumpeter, J.A. (1987),Theorie der Wirtschaftlichen Entwicklung, 7th edition, Berlin: Duncker&Humblot. 
 
Slater, S. and J. 
No.3, pp. 3 74. 
-Led and Market-
Management Journal No. 19, p. 1003. 
Stacey Ralph D., (2011), Strategic Management and Organizational Dynamics, The Challenge of Complexity to Ways 
of Thinking About Organisations, Sixth Edition, Prentice Hall, p.344. 
Tang, J. (2006), Competition and Innovation Behaviour, Research Policy, Vol. 35, pp.68-82. 
 Focused Management, 
Vol. 2, pp. 241 55. 
Wheelen, T. L. and Hunger, J. D.(1992), Strategic Management and Business Policy, 4th Edition, Addison-Wesley 
Publishing Company, U.S.A. 
 Katinka, (2010), Are Family-Owned Businesses Better Innovators?, Innovation and International Corporate 
Growth, A. Gerybadze et al. (eds.), Springer-Verlag Berlin Heidelberg, p.412. 
Zeithaml, Valarie L., A. Parasuraman and Leonard L. Berry (1985), "Problems and Strategies in Services Marketing," 
Journal of Marketing, 49 (Spring), 33-46 
 
 
